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W e talk a lot in Deliver® magazine about the big changes sweeping over 
the marketing landscape. Through innovations that range from variable 
data printing to QR Codes, marketing media and messages are being 
transformed at breakneck speed. 

But those aren’t all. In the U.S., major demographics shifts are trans- 
forming the audiences that CMOs must reach. And nowhere are these changes more profound 
than among Asian American consumers, the fastest-growing ethnic group in the United States. 
To help marketers better understand, we’ve assembled some timely advice and examples of suc- 
cessful marketing to this demographic (“Marketing to Asian Americans,” p. 14) that underscore 
the vitality and significance of these broadly diverse communities. 

But change doesn’t stop there. The evolution of audiences and media has brought a shift in 
perspective and approach for many longtime groups, a point we highlight with our look at the 
American Red Cross and an innovative holiday catalog program the relief group has assembled. 

Of course, we also understand that there are some constants in our industry — not the least of 
which is the irrepressible ability of direct mail to thrive. We talk with a slew of experts about why, 
no matter the seismic changes that marketing undergoes, mail endures (“Staying Power,” p. 20). 

There’s plenty more, too, including a look at computer giant IBM (“Disguise the Prize,” p. 24) 
and the usual assemblage of marketing intelligence — news, actionable tips, stats — that we 
gather to make your job a little easier. It’s all in the following pages, so jump in, peruse and enjoy. 
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Federal Credit Union 


It’s where I bank. 


Federal Credit Union 


Top Line’s low auto 
loan rates are worth 
celebrating. 

Refinance your car loan with 
TopLine and receive a $50 VISA® 
Gift Card FREE! 


]dphne 


How’s this for driving new business? In 2011, Minnesota- 
based TopLine Federal Credit Union switched on the ignition of 
a direct mail auto loan refinance campaign that not only garnered 
attention but also boosted business. 

Employing a wedding theme, the company sent out 1,500 
bifold self-mailers that featured photos of a car adorned with a 
placard that blissfully reads “Just Refinanced.” The accompanying 
text further punched the nuptial theme: “Honeymoon over with 
your old car loan? Check out TopLine’s low rates and save big over 
the term of your loan.” Sweetening the deal, the mailer teased info 
about a limited- time offer for a $50 gift card upon loan approval. 

“Just for the month of April, we generated 26 auto loans for 
about $335,000 in balances,” says assistance vice president of 
marketing Vicki Roscoe Erickson. 

Overall, the campaign resulted in 71 new accounts for 
$690,000 in balances — a 4.73-percent response rate. “I always like to 
measure the total business that is generated, as the mailer is a reminder 
that TopLine is a full-service financial institution,” Erickson says. 

TopLine’s direct mail campaigns are part of a multichannel mix that 


includes QR Codes; e-mail messaging; website; and in-branch, on-hold 
and statement messaging. "Depending on the message we ’re trying to 
convey, we use a mix of large postcards, self-mailers and sometimes letters 
to keep it fresh and to capture mindshare and response,” Erickson says. 


Honeymoon over with your old car loan? 

Check out TopLine’s low rates and save big over the term of your new loan. 


]dpljne 


9353 Jefferson Highway 
Maple Grove, MN 55369 


YOU 

SHOULD 

KNOW 


L TWENTY-ONE PERCENT OF CUSTOMERS SAY THAT THEY ARE MORE LIKELY TO PUR- 
m CHASE PRODUCTS AND SERVICES BASED ON DIRECT MAIL PROMOTIONS THAN ON 

W E-MAIL OFFERS. Print in the Mix: “Direct Mail Promotions Catch the Eye” 
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BY THE NUMBERS 


PROSPECTING 


HITTING THE BULL’S-EYE 

The NSSF refines the precision of its direct mail tactics 


In a marketing world glutted with mes- 
sages, it pays to shoot straight. That 
philosophy was underscored recently 
by a direct mail study sponsored by the 
National Shooting Sports Foundation 
(NSSF). According to the NSSF report, 
black-and-white postcards were more 
effective than their color counterparts 
at encouraging hunters to renew their 
hunting licenses via direct mail. 

The appeal of the no-frills mailers 
was one of the primary findings by 
Southwick Associates, which exam- 
ined the success of reminder mailings 


to 50,000 expiring license holders in 
New York State. The postcards noti- 
fied hunters of their license’s expiration 
date, the need to renew it to hunt in the 
201 1 -1 2 season, and how to renew. 

The treatment group responded 
at a 2.3-percent rate, providing a net 
gain of 777 more hunters because of 
the mailing. The 777 additional hunt- 
ers generated estimated total addi- 
tional revenues of $47,786. The cost 
of printing and mailing the reminders 
was $15,658, resulting in a net gain 
of $32,128. 


65 % 

Percentage of consumers who have made 
a purchase as a result of direct mail. 1 


55 . 5 % 

The percentage of total mail pieces in 
201 1 attributed to direct mail. 2 


4 . 92 % 

The response rate for catalogs in 2010. 
In the same year, the response rate for 
letter-sized direct mail was 3.42%, and for 
postcards was 3.99%. 2 


6 % 

Percent of B-to-B marketers who 
responded that direct mail is 
“very effective" — the same as 
social media and print advertising. 2 


8 % 

Portion of B-to-B budgets that marketers 
allocated to direct mail last year. 2 

1 ExactTarget 2012 Channel Preference Survey 

2 DMA Statistical Fact Book 2012 


FINANCE 


A mature offer 

Consumer interest drives up mail 
marketing of new annuity program 


■ 



They’re called “single premium immediate 
annuities” (SPIAs) and they are gaining in 
popularity. One of America’s fastest-growing 
financial products, SPIAs guarantee buyers 
an income stream for the rest of their lives 
based on a single up-front payment. With 
baby boomers entering their golden years, 
Mintel Comperemedia reports that direct mail 
marketing of SPIAs went through the roof in 
2011, comprising 75 percent of all annuity 
acquisition direct mail to consumers last year, 
compared to 62 percent in 2007. Addition- 
ally, SPIA direct mail volumes were 18 percent 
higher in 2011 than in 2010. 
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INTEGRATION 


Confessions of a mail admirer 

TECH EXPERT RAMON RAY TALKS ABOUT WHY HE’S 
NOW PLUGGED INTO DIRECT MAIL 

Can a dyed-in-the-wool technology evangelist be converted into a direct mail ambas- 
sador? If Ramon Ray is any indication, the answer is an emphatic “yes.” 

An author, speaker, and self-styled digital “technology evangelist,” Ray is the founder of 
SmallBizTechnology.com, a media company that counsels growing businesses on technol- 
ogy. Ray learned firsthand about the power of direct mail when a flier arrived in his mailbox. 

“Lo and behold, one day there’s a direct mail piece for ‘Furniture on Sale,’” Ray recalls. 
“My wife grabbed me and we went and bought a table. It hit me that direct mail is still 
relevant. All this time I’ve been a proponent of new digital technology, and there we were 
buying a table because a simple piece of paper came in the mail.” 

Ray’s direct mail experience was such a revelation that he wrote about it on his blog. 
“It just showed me that social media isn’t the best for everybody,” Ray says. “I bet if we 
had an e-mail offer to buy that table, we would have deleted it.” 

Though he’s no marketing expert, Ray’s direct mail experience has transformed him 
into a full-fledged proponent of multichannel marketing that integrates direct mail. “If 
your audience is online all the time, I say try social media,” Ray says, “but for some things 
that are kind of touchy-feely, paper works.” 

Indeed it does, as Ray would learn again. “I got a flyer in the mail from Paul Fredricks 
for shirts,” he says with a laugh. “That’s when I bought my shirts!” 



ENGAGEMENT 



Of profits and nonprofits 

Survey of nonprofit marketers finds that 95 percent use direct mail 


According to the Direct Mar- 
keting Association, in 2012 
commercial and nonprofit 
marketers will spend about 
$168.5 billion on direct mar- 
keting initiatives. That’s just 
over half of all ad expendi- 
tures in the U.S. 

The DMA’s Response 
Rate 2012 Report reveals 
that 79 percent of overall 


respondents to the survey 
and 95 percent of nonprofit 
respondents use direct mail. 
The survey found that letter- 
sized direct mail packages had 
a response rate of 3.4 percent 
for a house list, and 1 .28 per- 
cent for a prospect list. 

By comparison, e-mail 
has a lower response rate — 
only about one customer in 


a thousand will end in a new 
sale or donation. And though 
telemarketing had the high- 
est response rate of all media 
surveyed, it also carries a high 
average cost per order/lead, 
at $77.91 for cross/upselling 
and $ 1 90.49 for prospects. 

Direct mail was just $1 9.35 
for upselling and $51.40 for 
prospect mailings. 
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Talking Heads 

Business pros share 




E’van Steele 

Executive Vice President, Advantage Communications 

Little Rock, Arkansas 

“Direct mail marketing is such a strategic key for reinforcing brand 
awareness and a staple in our marketing mix for clients as well as our 
agency,” says Steele. Advantage Communications recently launched 
a major brand-building campaign for themselves using direct mail, 
as well as a new book, Race, Power and Politics , by author Michael 
McCray, a client. “Does it work? You bet it does,” says Steele. 


PUBLISHING 


Good for the 
circulation 

Hearst Magazines blends 
mail and gifts to increase 
subscription rates 

Having completed its U.S. acquisition of sev- 
eral renowned magazine titles, Hearst Maga- 
zines is reaping success with a series of direct 
mail campaigns utilizing a premium. 

The publisher’s senior promotions direc- 
tor, Vladimir Damianov, says his company 
significantly boosted subscription rates using 
premium offers to subscribers. When Hearst 
offers consumers, say, a free tote bag for 
subscribing to Country Living, results index 
at a whopping 1 43 percent. 

Last year, the tote offer was also tested 
with Good Housekeeping and Woman’s Day. 
Both had response lifts at 25 percent and 
35 percent, respectively. 

The results were just as good for the 
company’s male-oriented titles. Hearst’s 
baseball cap premium for Popular Mechanics 
(Jan. 2011) indexed at 1 23 percent, while its 
Car and Driver and Road & Track baseball 
cap premiums (Dec. 201 1) each showed a 
28-percent and 5-percent lift, respectively. 

Damianov says that the direct mail/free 
gift offers have been so successful that they 
are now “fully integrated into the general 
Hearst best practices.” 



Holly Gerberich 

Senior Marketing Associate, American Chemical Society 

Washington, D. C. 

The American Chemical Society (ACS) had been using a generic mail 
package to encourage its 1 64,000 members worldwide to renew 
their status. At DirectMail.com’s suggestion, ACS mailed a more 
personalized renewal package this year. So far, responses are up 
3.7 percent compared with last year’s rate. “When you consider that 
translates to 5,000 members, it’s a large increment,” says Gerberich. 



Clifford Yaw 

Mail Supervisor, Little League International 

Williamsport, Pennsylvania 

With the season fast approaching, the leading youth baseball orga- 
nization sought to get out the word about its 1 ,000 summer camp 
openings. Among its 50 annual mailings, Little League International 
sent out a color brochure in February to 67,000 homes across the 
United States. “We had nearly 1,000 people sign up,” says Yaw. He 
says the group has more mailings planned. 


Brad Donnell 

Owner, Linprint Company 

Wilmington, North Carolina 

A Wilmington jeweler was under the gun to find a way to promote 
sales during one of its biggest events: Valentine’s Day. Soon after 
taking on the jeweler as a client, Linprint delivered about 30,000 
postcards boasting discounts on gems. The campaign marked the 
jeweler’s first time partnering with a direct mail company. “They’ve 
been mailing with us once a month ever since,” says Donnell. 

k. 


O Looking for more? Check out our Talking Heads section. It’s 
a collection of smart solutions from big thinking marketers - 
delivermagazine.com/talkingheads. 
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LEADER COLUMN 



Put It to the Test 

We can’t all be smarter than average — so trust the research. 


M ost of us possess sufficient social grace 
not to publicly say, “I’m smarter than the 
rest of you.” But that doesn’t necessarily 
keep us from thinking we are. Research 
shows that most people really believe 
themselves to be smarter than the average. 

Come on, it’s OK to admit it. At least some of the time, some 
of you think just that. We’ll even admit that, at least some of 
the time, so do some of us at Deliver.® To deny it is to deny 
being human. 

While we need hardly point out that everyone being smarter 
than the average presents a mathematical impossibility, we 
would like to make clear the danger of giving in to such think- 
ing when it comes to making crucial marketing decisions. 

To be sure, marketing history has its tales of visionaries 
who scoffed at research and laughed in the face of predictive 
tests — who claimed to intuitively know what was going to 
work — and went on to enjoy success as a result. Positive- 
thinking enthusiasts make heroes of them, parading their 
experience as the natural and inevitable outcome of damning 
torpedoes and speeding ahead. “Trust your intuition!” becomes 


the rallying cry. “Testing, shmesting,” some say. Just go with 
your gut. 

Yet in celebrating people who defy the odds and win, we 
risk overlooking an implicit, sobering reality. “Odds” refers to 
most-likely outcomes. People who defy odds and win may not 
be models to emulate so much as exceptions to congratulate 
on their good fortune. Exceptions do not change the fact that, 
from a statistical standpoint, it is safer to bet with the odds 
than against them. That is, after all, how odds get to be odds. 

Which calls to mind another rallying cry, this one popular 
among direct marketers: “Test, test, test.” It is born of the les- 
son driven home each time a valid test produces results that 
are opposite what the best minds expected. In those moments, 
marketers thank their lucky stars that they took the time and 
trouble to test instead of betting — and losing — the farm on 
their (allegedly) superior smarts and intuition. 

If you are ever tempted to say, “Testing, shmesting, I’m going 
with my gut on this one,” here is a word of advice: Test. 

Good news: The oldest medium for reliable, real-world test- 
ing is as powerful as ever. We refer, of course, to the U.S. Mail. 
(For a refresher on testing, visit delivermagazine.com/testing.) 
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Asian Americans make up 

a large part of the population in the 
United States. Here’s a breakdown : 1 

3.8 million Chinese 

3.2 million Filipino 

2.8 million Asian Indian 
1.7 million Vietnamese 
1.6 million Korean 

1.3 million Japanese 


80 % 

of Asian Americans live in a house- 
hold with Internet use — the highest 
rate among race and ethnic groups. 2 


MEDIAN HOUSEHOLD 
INCOME DIFFERS GREATLY 
AMONG ASIAN AMERICAN 
SEGMENTS. IN 2009 THE 
MEDIAN INCOME FOR 
ASIAN INDIANS WAS $90,429, 
WHILE FOR BANGLADESHI 
IT WAS $46, 657. 3 



20% of Asian Americans age 
25 and older have a graduate 
or professional degree. This 
compares with 10% for all 
Americans 25 and older. 3 


23.6% are under age 18 
9.6% are 65 or older 
353 is median age 

5.6 million live in California 

1.6 million live in New York State 4 


Marketers need to be paying closer attention to Asian American consum- 
ers - — one of the fastest-growing and most lucrative segments in the 
nation. According to a recent study by the Pew Research Center, there were 
18.2 million Asian Americans in the United States, comprising 5.8 percent 
of the population. Asian Americans have surpassed Hispanics as the 
fastest-growing ethnic group in the nation. Meanwhile, the U.S. Census 
Bureau says the number of Asian Americans is expected to increase to 
40.6 million by the year 2050, or 9 percent of the expected U.S. population. 

“Since Asian Americans are often well educated and affluent, using 
direct mail would be an obvious platform as part of an integrated cam- 
paign,” says Jon Yokogawa, vice president of consumer engagement for 
interTrend Communications. — Allan Nahajewski 


ASIAN AMERICANS 



46 % 

Increase in the Asian Ameri- 
can population between 
2000 and 201 0, topping 
other major race groups. 5 


2.6 million people 

age 5 and older in the U.S. 
speak Chinese at home. After 
Spanish, Chinese is the most 
widely spoken non-English 
language in the country. 3 


161 % 

Projected growth in the 
Asian American population 
between 2008 and 2050, 
vs. 44% for the nation. 6 


1 U.S. Census Bureau: American Fact Finder 2 U.S. Census Bureau: Reported Internet Usage for Households, hy Selected Household Characteristics, Current Population Survey: 2009 3 U.S. Census Bureau: 2009 American Com- 
munity Survey 4 U.S. Census Bureau: Population Estimates 5 U.S. Census Bureau: 2010 Census Redistricting Data 6 U.S. Census Bureau: “An Older and More Diverse Nation by Midcentury,” Aug. 2008 
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ONE QUESTION, THREE EXPERTS 


How do you make direct mail 
work for you?” 



e 

LOUANNE ALLISON 


0 

PAM PERRY 


O 

KEN BENSHISH 



Independent Distributor, 
LIFE Business 


I subscribe to SendOutCards, 
which I use to keep in touch with 
my customers and prospects. As 
part of a promotion, I received two 
free cards. I sent one to a couple 
who was referred to me. Upon 
receiving my card, they called 
me, just to chat, but also gave 
me two new referrals — which I 
closed business on. I’ve noticed 
that when I slow down on send- 
ing out cards, my business slows 
down, too. I am happy I have that 
subscription. Staying connected 
through the mail definitely makes 
a difference. 


President and CEO, 



We met with a new media con- 
sultant who needed a way to set 
himself apart in the marketplace. 
His prospects were being flooded 
with spam e-mails and telephone 
calls promising instant web rank- 
ings at cheap rates. Our client 
was a consultant specializing in 
local search marketing. We rec- 
ommended mailing an informative 
newsletter to a targeted list of 
prospects with a free instructional 
video offer. It worked. The edu- 
cational marketing approach 
positioned him as the local 
authority and tripled his busi- 
ness in five months. 


Director, 

iSchool of Music & Art 


We do two types of mailings. The 
first hits every household in our 
target market. The second is a 
much smaller, follow-up mailing 
with very specific demographic 
requirements. Direct mail mar- 
keting is what works best for us. 
Each direct mail campaign gains 
our business approximately 90 
new students per year. Each of 
these students will typically spend 
$5,000 over five years, and when 
you multiply that by 90 students, 
our ROI turns out to be a truly sig- 
nificant number. Needless to say, 
we’re extremely pleased with our 
return from direct mail marketing. 
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Trial Size Me 

Drive additional sales by putting your product in the 
hands of your customers. 



I f you read this magazine on a 
regular basis, then you know 
that mail works for businesses. 
We can tick through a wealth 
of numbers that show mail 
has a significant impact on household 
purchase decisions: Eighty-one percent 
of households look at advertising they 
receive in the mail. The person who brings 
in the mail and sorts it is usually the 
principal shopper in the home. And mail 
drives responses — returning $12.47 for 
every $1 spent, on average. 

So, no question mail is effective at 
getting out your brand messaging, but 
even better: Use mail to get your prod- 
uct directly into the hands of your best 
customers by sending a sample. 

Sampling can be a highly effective 



Marc McCrery is manager 
of shipping products for the 
U.S. Postal Service and executive 
manager of the sampling program. 


and persuasive technique for generating 
sales. In a December 2009 survey for the 
Postal Service,™ 61 percent of consumers 
said that sampling a product is the most 
effective way to get them to try a brand, 
and 81 percent indicated they would try a 
sample they received from a brand. 

Packages delivered through the mail 
get immediate attention, and surveys 
show us that people consistently rate 
samples as one of the top five items they 
like to receive in the mail. 

Putting your product directly into the 
hands of customers and prospects — 


especially when using a targeted chan- 
nel like mail — is effective and efficient. 
You’re reaching your best customers in 
a place where they’re most comfortable 
making purchase decisions — right in 
their own home. 

We understand that our pricing hasn’t 
always been competitive with other 
channels, and we’re acting to change 
that. So, we’re initiating a new program 
in January that will make using mail 
for sampling more cost-effective and 
less complex. Our goal is to ensure that 
businesses that use the mail for samples 
receive the level of return they need on 
their investment. 

You might also want to investigate 
our Sample Showcase box — which gets 
your product into the hands of a tar- 
geted, interested group of consumers. 
The box features samples, promotional 
items and coupons — and you can 
choose to be one sample in the mix or 
buy out the box for your brand. 

Our Postal Service Samples team is 
ready to answer questions about sampling 
and how it could impact your brand. Con- 
tact us at samples@usps.com for details. 


Discover the value of sending samples through the 
mail by downloading our white paper at delivermagazine.com/strategy. 


AUGUST 2012 delivermagazine.com 11 






DELIVERABLES 


PICK UP THE PHONE: 

Echo-Factory didn’t phone it in when they 
created this clever campaign that had nearly 
everyone talking. The campaign finished 
with a 75-percent response rate. 




A small financial 
management firm is sending 
out a package that seems certain 

tO get prospects talking // By Mindy Charski 

Call to Action 



I t’s hard to argue with the logic: Financial advisor Philip Board wants to hear 
from prospective clients, so he sends them a prepaid cell phone programmed 
with his number. The mailer, to say the least, has enjoyed a good reception. 

The vast majority of recipients have been motivated enough to respond. 
“They’re usually chuckling a little bit when they call me,” says Board, who heads 
1 On 1 Financial, a four-person investment management firm in Upland, Calif. 
Board has been sending the highly targeted mailer to four or five prospects each month 
since August 201 1 . It was created by the advertising agency Echo-Factory, which is based 
in nearby Rancho Cucamonga. Though many clients might have flinched at the audacious- 
ness of the creative concept, Board’s approval came quickly. “From the moment the agency 
showed it to me, I was doing backflips,” he recalls. 

Board was looking for a way to generate a response from particular prospects who are 
in the sales cycle. About half are individual investors nearing retirement with more than 
$500,000 in investable assets. The others are owners of local small businesses who might 
like to discuss the employee benefits they offer, including 401 (k) plans and health insurance. 

“When it comes to things like seminar marketing to find new clients, we’re spending 
$7,000 to maybe get one or two [clients] ,” says Board. “So in my mind the mailer is so much 
more cost-effective. It’s pinpointed, it’s targeted.” 

Inside the mailer’s black box is a note that reads, “We haven’t heard from you.” When 
recipients lift a tab on the mailer, they see a wooden box with a glass top and latch. It holds 
a cell phone loaded with 20 minutes of talk time. They can call Board by merely pressing “1.” 
Copy includes, “We figured your phone must be broken” and “Enclosed you’ll find a pre- 
paid cell phone with one number programmed into it. Ours. Assuming your nearest cell 
tower hasn’t been destroyed by a flash flood (gasp!) — we hope to hear from you soon.” A 
charger is in the box, hidden from view. 

Board hopes the elaborate mailer spurs targets to consider the level of commitment he 
would offer them as clients given the extent he’s willing to go to get their business. 

So are prospects actually using the free phones to place the call? Board isn’t really sure, 
and he doesn’t really care. Knowing every conversation is an opportunity to build rapport 
and top-of-mind awareness, he just wants his phone to ring. 

Board has been able to pick up some business and says the campaign is paying for 
itself. Meanwhile, Echo-Factory principal Michael Schaffer thinks many respondents are 
reconnecting out of appreciation. “It’s almost like a thank-you,” he says. “Like, ‘Hey, this 
was really great, I loved getting this in the mail. It was such a surprise.’” 


THE ESSENTIALS: 

Company: 1 On 1 Financial (Upland, Calif.) Agency: Echo-Factory (Rancho Cucamonga, Calif.) 
Target Audience: Local individual investors and local small business owners in the sales cycle. 

Goal: To motivate prospects to call the company. DM Vehicle: A black box (1 2.5 inches by 9 inches by 
2 inches) that contains a note and a wooden box, which holds a prepaid cell phone programmed with the 
company’s number. Response: At press time about 75 percent of the 40 recipients had responded. 
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WITH STUDIES SHOWING THEM TO BE 
ONE OF THE MOST LUCRATIVE AND 
FASTEST-GROWING GROUPS IN THE COUNTRY, 
ASIAN AMERICAN CONSUMERS WIELD INCREASING 
INFLUENCE. SO WHY AREN’T MORE MARKETERS 
PAYING CLOSER ATTENTION? 


BY BRUCE BRITT | PHOTOGRAPHY BY DAVID CHEUNG 
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iany, [the Asian American market] appears 
e a complex and intimidating segment 
iprising multiple languages and cultures.” 


T hey have recently emerged as the fastest-growing ethnic group 
in the United States, according to recent studies. They are among 
the best educated and the highest earners. Their buying power 
exceeds $500 billion annually and continues to grow. 

And yet, to many marketers, Asian American consumers 
remain largely invisible. 

Even among multicultural consumers, even in a supposedly enlight- 
ened age that gives frequent lip service to diversity and inclusion, Asian 
Americans still are too often overlooked and underestimated as a valuable 
market segment. Though circumstances have clearly improved from the 
1970s — when ads touted detergent formulas culled from an “ancient 
Chinese secret” — U.S. companies still have a long way to go. “While 
multicultural marketing has taken off, the majority of companies have not 
tackled the Asian market,” the Association of National Advertisers states 
in its 2012 Asian Marketing Best Practices report. “To many, [the Asian 
American market] appears to be a complex and intimidating segment 
comprising multiple languages and cultures.” 
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A GROWING CULTURAL FORCE 

While this market can indeed seem complex and intimidating, a growing 
number of experts contend that pursuing Asian Americans is not an option 
anymore, but an outright imperative. Though they represent slightly less than 
6 percent of the U.S . population, Asian Americans boast an impressive median 
household income of $66,000. As a cohort, they demonstrated $509 billion in 
spending power in 2009 — an increase of 337 percent from 1990. 

The Asian American influence is everywhere in the U.S., from various 
ethnic and fusion cuisines, anime comic art and health/spiritual disciplines 
like yoga, tai chi and acupuncture. Asian Americans’ assimilation into U.S. 
culture is evident in the success of a host of actors, athletes, musicians and 
businesspeople. In all, Asian Americans’ immigration-fueled growth and 
rapid upward social mobility make them a prized market. 

A recent report by the Pew Research Center, titled “The Rise of Asian Ameri- 
cans,” brings into focus just how much growth and impact the group enjoys 
today. According to the study, which was released in June, Asian Americans have 
surpassed Hispanics as the fastest-growing racial group in the nation. Immigra- 
tion has helped push the total population to more than 18.2 million. Since 1965, 
Asian Americans have gone from less than 1 percent of the country’s population 
to 5.8 percent. (By comparison, non-Hispanic whites represent 63.3 percent, 
Hispanics 16.7 percent and non-Hispanic blacks 12.3 percent.) 

Just as significantly, Asian Americans — about 74 percent of whom were 
born abroad — also surpass the U.S. median in percentage of those with bach- 
elor’s degrees (49 percent to 28 percent) and household income ($66,000 
to $49,800), according to the report. Among adults ages 25 to 64 who have 
recently emigrated from Asian nations, 61 percent have at least a bachelor’s 
degree. Furthermore, recent Asian immigrants enjoy higher educational attain- 
ment than the population of their nations of origin. For instance, about 70 per- 
cent of adult immigrants ages 25 to 64 from South Korea and Japan have 
at least a bachelor’s degree. In South Korea, only 27 percent of similarly aged 
adults have at least a bachelor’s degree; in Japan the number falls to 25 percent. 

Moreover, although this group famously indexes high for technology usage, 
experts say many Asian Americans hold a special fondness for direct mail — 
especially targeted, in-language pieces that demonstrate a brand’s respect for 
this wide-ranging ethnic group. Like many, they appreciate the tangibility of mail 
as well as its ability to dispense long-form information in an engaging fashion. 

Direct mail offers tremendous opportunities for brands and businesses 
seeking an “in” with the burgeoning Asian American market. With so many 
marketers swinging for the fences with broadcast TV, online and social media, 
direct mail allows companies to hone in on Asian American consumers with a 
pinpoint accuracy that’s hard to replicate via digital and broadcast channels. 

“When you receive 20 pieces of mail, and you see one piece that is speak- 
ing to you in your language — that is the first piece you’re going to open,” 
says Jeannie Yuen, founder and CEO of the multicultural marketing firm 
APartnership. “We have research that shows the open rate for in-language 
or bilingual direct mail is much, much higher than direct mail as a whole. 
So it’s about relevance.” 

ASIAN EVASION 

According to marketing experts, the financial, telecom and automotive 
sectors have become increasingly active in the Asian American marketing 
space, including companies like Time Warner Cable (see “Found in Transla- 
tion,” p. 18). But mysteriously, too many other U.S. companies seem skittish 
about engaging the Asian American community. Some speculate that the 
problem lies in the fact that many American brands already have the trust 



and support of the Asian American community. As a group, Asian Americans 
spend more than the average U.S. household on housing, food, education, 
financial products, vehicle purchases and more. “Many brands say, ‘They’re 
already buying my product — why do I need to target them?”’ says Saul Gitlin, 
executive vice president of strategic services for the Kang & Lee agency. “But 
that’s a double standard — they would never say that about white people who 
also buy their products.” However, other experts don’t entirely agree. Yuen, 
for instance, notes that “among Asian American car buyers, Japanese and 
European car brands may have the edge over American brands.” 

Questions about double standards aside, though, marketers believe that 
the Asian propensity for modesty — that is, laboring and achieving in rela- 
tive silence — runs counter to American traditions of grievance and pro- 
test. Thus Asian Americans maybe unwittingly complicit in their neglected 
status among marketers. “I sometimes wish Asians would call attention to 
themselves, because I think they often do themselves a disservice,” says 
APartnership ’s Yuen, who is Chinese American. “It’s very deeply rooted — 
you know, not ‘rocking the boat.’ It’s what we’re taught as children.” 

Yet another consideration is the potential risks of engaging. The mere 
thought of inadvertently offending your ethnic target might dissuade com- 
panies from romancing Asian American consumers. Just this year, a major 
ice cream chain was compelled to apologize after it hastily concocted a new 
flavor inspired by the rise of a certain Taiwanese American pro basketball 
sensation. Problem was, the ice cream was made with fortune cookies — 
whose origins have been traced to a traditional Japanese cracker that has 
no link whatsoever to the player’s ancestral home. 

Considering these and other concerns, the question with regard to engag- 
ing Asian Americans becomes: “What is the proper way of connecting with a 
modest, yet tremendously diligent, educated and discerning ethnic market?” 
Familiarizing yourself with a few key insights certainly could help ... 

CAN YOU BE MORE PACIFIC? 

First, it pays to know the proportions of the Asian American market. According 
to Yuen, key Asian American groups include U.S. citizens of Chinese, Korean, 
Filipino, Japanese and Vietnamese heritage, as well as immigrants and descen- 
dants from South Asian countries like India, Pakistan and Bangladesh. Fortu- 
nately, these groups are heavily concentrated in key Metropolitan Statistical 
Areas, making marketing to them much simpler. A mere 10 U.S . states account 
for 75 percent of Asian American buying power, including California ($163 bil- 
lion), New York ($51 billion) and Texas ($34 billion). “Asians can index as high 
as 12 percent of those local markets, so we tell our clients not to look at this 
as a national audience,” says Yuen. “Pick your hubs. You can reach more than 
50 percent just by going into the top 10 cities in the marketplace.” 

Secondly, it largely pays not to view Asians as a monolith. The phrase 
“Asian” encompasses so many nationalities and cultures that relating to them 
as a cluster can be futile. Talking to them broadly as a single, large group isn’t 
effective, say diversity marketing experts, because they don’t identify them- 
selves as Asian Americans, but as Chinese Americans, Filipino Americans, 
Thai Americans or a similar ethnic group. 

- Given the polyglot nature of many Asian American households, main- 
taining an accurate database of consumers and prospects is priority one. 
Expelts advise marketers to stratify their lists according to nationality (one 
list for Chinese Americans, another for Korean Americans, etc.). Companies 
can either build their own lists by organizing events in communities and 
collecting data, or recruiting a list broker that has a proven track record of 
distinguishing ethnicities within the variegated Asian community. Due to 
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the nature of the American immigrant experience, its equally 
important to maintain good demographic information so you’ll 
know better whom to target your product or service to. Traditionally, the first- 
generation Asian American is more likely to speak his or her native language 
while second-generation residents usually speak both English and their native 
language and hold values from both cultures. Third-generation members are 
almost completely aligned with the American culture and language. 

If you are confident with the scope and accuracy of your lists, then the next 
priority is customizing your messages for specific Asian ethnic markets. Yuen 
and other experts say mainstream marketers often make the mistake of using 
messages that work well for the general market, but often don’t translate well 
to Asian American consumers. Yuen recalls a campaign her agency helped coor- 
dinate for the California Tobacco Control program. “Asian American attitudes 
toward smoking are quite different from Americans,” says Yuen. “We discov- 
ered through research that Asians are more tolerant toward tobacco compa- 
nies. Some tobacco companies in certain Asian countries are state owned, so 
there’s no ‘Big Tobacco’ or exposure to anti- tobacco messages. That research has 
had a huge bearing on the way we present our messages to the Asian segment.” 

Marketers basically advise against taking a one-message-fits-all approach, 
but there maybe one exception. Despite cultural differences across the ethnic 
population, experts say many Asian Americans have one big thing in com- 
mon — they are extremely savvy arbiters of value. Though often unfairly 
portrayed as cheap owing to their tendency to bargain for lower prices, Yuen 
says value hunting is a pride-boosting Asian American tradition. “I think we 
always want to feel like we’re smart,” says Yuen. “There’s a satisfaction that 
you came out on top.” 


MASSAGING THE MESSAGE 

Given the Asian American appreciation for a good buy, any direct mail you 
conceive should showcase a motivating offer where value is clearly indi- 
cated. Experts say that Asian Americans tend to educate themselves about 
products and prices before they buy, so your targeted mailers should empha- 
size a deal, perhaps bundling as many features and services as possible. “It’s 
a search for value — value being defined as the nexus of a good price and 
good benefit,” says Gitlin, of Kang & Lee. “Time and time again, clients will 
say to me, ‘Don’t we need to have the lowest price?’ It’s not the lowest price. 


FOUND IN 
TRANSLATION 

Time Warner reaches Filipino 
American subscribers with a direct 
mail effort aimed squarely at them. 

BY BRUCE BRITT 

Wn 201 1, Time Warner Cable began a multi- 
cJural marketing overture that rings loudly 
emn today. 

Y Having just added the world’s leading Fili- 
pino American cable networks to its Southern 
California channel lineup, the cable telecom- 
munications company wanted to trumpet the 
news in style. To that end, Time Warner’s West 
Coast marketing department teamed with Los 


Angeles-based ES Advertising to concoct a 
direct mail campaign targeting Filipino Ameri- 
can consumers in Southern California. “We 
really wanted to highlight that we have these 
channels in a direct mail piece,” says Patricia 
Romero, a vice president of multicultural mar- 
keting at Time Warner. 

What also emerged is what some experts 
describe as a textbook example of how to 
engage a particular segment of the Asian Ameri- 
can community. 

To promote those newly added networks, 
Time Warner Cable created a cheerful letter 
with copy written in Tagalog, the first language 
of the Philippines and metro Manila. Boasting 
organic green text and color photos of popu- 
lar Filipino TV shows and stars, the letters were 
shipped in branded 9-inch by 4-inch envelopes 


and featured logos of the three Filipino net- 
works being promoted. 

The Time Warner mailer gives detailed 
info about an introductory offer, including one 
free month of all Filipino channels, and also 
describes the terms of the deal, including three 
Filipino channels, digital TV and broadband for 
less than $90 monthly. Marketing expert Saul 
Gitlin, of Kang & Lee, says that like most other 
consumers, Asian Americans appreciate a great 
deal. “They see value as a combination of price 
and benefits,” he says. 

Time Warner also offered rich details on dis- 
counts, premium channels and other offerings, 
specifics that experts say are critical when speak- 
ing to Asian American targets. Asian Americans 
often prefer more details than the average main- 
stream marketing target, say experts who advise 
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In fact, you sometimes see examples where it’s really a value equation, where 
it’s price, benefits, service and relationship to a brand, that really wins.” 
Toward that goal of punching the deal, Asian- targeted mail can get away with 
being more detail oriented and explanatory than punchier, slogan-based main- 
stream mail pieces. That’s especially true for services and products that benefit 
from deeper explanations — “the more you tell, the more you sell” — making 
long-form copy sent via the mail extremely effective. 

Finally, when it comes to your direct mail messaging, few gestures say you 
care like in-language or bilingual copy. “We often recommend that our clients 
do bilingual for direct mail, because within the household the recipient might 
be first generation/English language-dependent,” says Yuen. “However, within 
the same household you may have grown or young children who speak and 
read English. Usually, the parents would defer to their children or someone else 
who speaks and reads English to make sure they’ve got the information right.” 
At Yuen’s APartnership agency, they call it the “Rainbow Approach.” It’s 
a phrase they use to describe photos depicting an Asian person chillin’ with 
a couple of whites and a brown-skinned person of indefinite racial origin. 
“That’s the mark of a client that is trying to appeal to everyone, and in the end 
appeals to no one,” Yuen says with a laugh. “It looks like a contrived snapshot 
moment and misses the opportunity of connecting deeper.” 

Rather than take the Rainbow Approach, Yuen says a better option is 
using photos and scenes that reflect Asian American lifestyles. “Affinity 
groups are always appealing, so your recipients can see themselves in your 
message and it’s relevant to them,” Yuen says. “Usually, we can use the same 
execution across the Chinese, Vietnamese and Korean groups. If you’re 
limited by budget and you can produce only one version with one graphic, 
then our recommendation is really to go with no faces, something that is 
universally appealing, without showing somebody they can’t relate to.” 

As the insights suggest, engaging the Asian American market is simply 
a case of learning to execute ethnically and ethically. If you have any doubts 
about your company’s ability to follow through, then it’s well worth the cash 
to hire an experienced multicultural marketing agency to commandeer 
your initiatives. With Asian American buying power projected to grow to 
$700 billion in the coming years, just imagine the profits and brand loyalty 
to be had if your company pursues this fast-growing ethnic group. “At the 
end of the day,” says Yuen, “it’s about the bottom line.” □ 


companies on marketing to the Asian American 
audience. Romero echoes that point when she 
explains how the Filipino 
American piece differed from 
one sent with general market 
messaging. 

“If you were to look at a 
DM piece that we sent out 
for general market during 
this same time period, you’d 
see a different, more stream- 
lined approach with those,” 
she says. 

Time Warner shipped 
10,320 of the Filipino mail- 
ers during two drops beginning in March 
201 1. Romero says the campaign far sur- 
passed expectations. “This particular piece got 


a response rate of 13 percent,” Romero says. 
“That’s about four to five times the average 
for direct mail. We’re usually getting 
response rates between 1.5 percent 
and 5 percent - so 
taken from the perspec- 
tive of industry average 
and also our own per- 
sonal success rate, 13 
percent was absolutely 
over the top.” 

Time Warner Cable 
is so pleased with the 
response that the com- 
pany is on the verge of 
delivering different offer 
sets according to Asian 
American ethnicity. “We’re seeing extremely big 


discrepancies between segments in terms of 
Internet usage and speed,” Romero says. “Nearly 
100 percent of our Filipino subscribers take a 
Filipino channel or package. Compare that to 
only about 1 4 percent in the Chinese market. So 
there’s massive differences in consumer behav- 
ior between our segments.” 

Romero says financial limitations restrict 
how often the telecom giant can produce such 
segmented campaigns, but Time Warner mar- 
keters fully understand the value of drilling down 
to specific ethnic groups whenever possible. 
“Budgetary constraints come into play,” Romero 
says, “but when you see these types of response 
rates, you realize that your return on investment 
is just as high as the investment needed to 
speak to these consumers in a highly relevant 
way. If they’re spoken to, they will come.” 
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TO WORK 
WONDERS IN A 
DIGITAL ERA 
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It’s 2012, and the media landscape is more fractured than ever, with newer channels emerging from older 

ones with daunting regularity. More than 900 million people are using Facebook, including your grandmother. It’s 
also an age of Twitter and Linkedln, texting and mobile apps. Even personal computers, which changed much 
about the modern age, suddenly have become yesterday’s news. Now, lives revolve around smartphones and 
tablets, with the tech-savviest consumers looking ahead to whatever’s next. Yet, as crowded as the media space 
has become, direct mail still manages to not only fit, but remain a focal point for smart CMOs everywhere. Through 
it all, the staying power of direct mail remains undiminished. A recent study by ExactTarget, an international com- 
pany that specializes in interactive marketing, helps illustrate direct mail’s continued relevance. The survey asked 
consumers to indicate how they would like to receive 1 1 different types of messages. A headline in ExactTarget’s 201 2 
Channel Preference Survey screams the results: “DIRECT MAIL LIVES!” 

I 
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Survey Echoes 
Recent Research 

The ExactTarget study gathered detailed input 
from 1,481 consumers of all ages on how they 
prefer to receive various types of information. 
The choices: e-mail, direct mail, telephone, 
text messaging, mobile app and social media. 
Out of 11 different categories of marketing 
messages, direct mail was chosen as the most 
acceptable means of communication in four 
categories, tied with e-mail as most acceptable 
in two others, and came in a 
close second behind e-mail in 
another four categories. 

According to the survey, 

65 percent of consumers have 
made a purchase as a result of 
a direct mail piece. The sur- 
vey report provided the fol- 
lowing analysis: “In the face 
of always-on channels like 
e-mail, SMS and social net- 
works, consumers appreciate 
direct mails tangibility, flex- 
ibility and once-a-day pace. It also remains the 
only channel where unsolicited messages are 
acceptable to a majority of consumers.” 

Other recent surveys on consumer prefer- 
ence provided similar results: 

• In 2011, Epsilon, a multichannel market- 
ing service, surveyed nearly 5,000 consumers, 
including more than 2,200 in the United States. 
More than one-third expressed a preference for 
direct mail over the multitude of other chan- 
nels. Of those surveyed, 60 percent said going 
to the mailbox and receiving a piece of mail pro- 
vided an emotional boost. Consumers said they 
found mail to be more trustworthy than other 
forms of communication. The study found that 
the preference for mail extended to the 18- to 
34-year-old demographic as well. 

• In 2010, a Durham+Company survey 
found direct mail to be twice as effective as 
e-mail for soliciting donations online. Further 
underlining the importance of direct mail to 
motivate online giving, 37 percent who give 
online say that when they receive a direct mail 
appeal from a charity, they use the charity’s 
website to give the donation. 

So what is the reason for direct mail’s staying 
power? We sought the views of seven experts, 
including the author of the ExactTarget study: 


Jeffrey Rohrs, vice president, Marketing 
Research and Education of the Indianapolis- 
based company. Here’s what they told us ... 

1. IT’S TANGIBLE. Direct mail, says Rohrs, “pro- 
vides a tangible experience that digital media 
does not replicate. And in a world of hyper- 
fragmentation of communication channels, 
where you can get a phone call, text, e-mail, 
post on Facebook, message on Twitter, mes- 
sage on apps, there’s something about mail 
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Looking to drive people online? Hant 
to reach a specific audience? Create 
a targeted DM campaign. 


and how it cuts through the digital clutter that 
remains attractive to consumers.” 

Jamie Matusek, marketing director of Aus- 
tin, Texas-based QuantumDigital, echoes that 
view: “From a consumer perspective, yes, the 
majority of us have mobile device in hand 24/7 
— but there is something to be said about a tar- 
geted mail piece and offer from a company I do 
business with. It’s a great way to help in making 
bigger decisions like new educational opportu- 
nities for me and my kids, remodeling or home 
improvement projects, or even just getting an 
invitation to try a new restaurant in my local 
neighborhood. Mail tends to break through the 
digital noise for a bit and offers a moment for 
a targeted message to resonate. Plus, it offers a 
great way for businesses to focus on local neigh- 
borhood marketing, hitting potential customers 
who are close to home.” 

2. MAIL INTEGRATES WELL. Says Rohrs: As I 
look at our 2012 survey compared to our 2008 
survey, the real story is that we have multichan- 
nel consumers due to the explosion of devices, 
so you’d better have cross-channel communica- 
tion strategies. You need to be integrating your 
channels so that you can influence your con- 
sumers in different ways. This is where direct 


mail can work hand-in-glove with e-mail and 
social media. There will always be a place for 
channels that break the mold and pleasantly 
surprise consumers.” 

3. PEOPLE LIKE OPENING MAIL. Part of the 
power of mail, Rohrs adds, lies in the mun- 
dane consumer ceremony of padding to the 
mailbox each day: “There’s a moment every day 
where folks go to the mailbox, and they take 
that little brief respite and they look at what 
they’ve received. It is a ritual. It goes beyond 
habit. It is part of what people do. And those 
marketers who can get there cost-effectively 
and creatively will continue to have an oppor- 
tunity to differentiate themselves and their 
brand in interesting ways that will produce a 
return on investment.” 

4. THERE’S LESS COMPETITION IN DIRECT 
MAIL. Jon Yokogawa, vice president of con- 
sumer engagement for interTrend, a full-service 
communications agency in Long Beach, Calif., 
contends that the technology age has actually 
boosted the impact of direct mail. “Your e-mail 
inbox is the new mailbox, filled with bills, let- 
ters from friends, family and work,” he says. “So 
the amount of paper in your mailbox is less. 
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Therefore, you would be more inclined to look 
more carefully at any type of mail that you do 
receive from the Postal Service.™” 

Content marketing expert Joe Pulizzi, the 
founder of the Content Marketing Institute, 
Cleveland, and the largest content marketing 
event, Content Marketing World, warns mar- 
keters against becoming too “infatuated” with 
other channels, as mail continues to get the 
job done. “For certain goals like getting imme- 
diate attention, direct mail is perfect,” says 
Pulizzi. “There’s so much less competition in 
the print channel these days, the opportunity 
to get noticed is probably as great as it’s been 
in decades.” But that often doesn’t deter some 
CMOs from looking for channels that may not 
necessarily be ideal for their particular objec- 
tives. “Some clients will start by saying they 
want to do Linkedln or Facebook or a blog,” he 


says, “and they don’t think about why. What are 
they trying to accomplish?” 

5. MAIL BUILDS LOYALTY. Pulizzi continues 
by underscoring the value that mail has in cul- 
tivating loyalty and brand evangelism among 
consumers. “We know from our research at 


the Content Marketing Institute that only 
about 30 percent of our customers create and 
distribute a custom magazine, but we think 
there’s great opportunity in that channel to 
build loyalty,” he says. “Social media is selective. 
It’s hard to get on that must-read list. If you 
just go through any airport and walk around, 
you’ll see all the electronic devices and, at the 
same time, you’ll still see younger Millennial 
who are holding magazines, especially females, 
because it’s still such a visual, tactile media.” 

6. MAIL IS MORE SOPHISTICATED NOW. 

Yokogawa points out that the evolution of 
mail messaging — from the refinement of 
offers to new personalization tools — has also 
buoyed the channel and confirmed its ongoing 
relevance: “The sophistication of mail messag- 
ing has greatly improved over the years. Top 


companies use the platform, and that builds 
credibility. Nowadays, direct mail is not just 
for the remnant budgets of smaller clients. 
Many industries see this form of marketing 
as a proven medium, having better and actual 
measurements (ROI) than traditional TV, print, 
outdoor advertising or radio.” 


Louis Maldonado, managing director of 
New York-based d exposito & partners, an 
agency specializing in integrated communica- 
tions, including direct mail, points out how the 
digital age has added to mail’s power, introduc- 
ing elements such as QR Codes, augmented 
reality and SnapTags to mail marketing: 
“Direct marketing has experienced a resurgence 
of excitement given the new technologies and 
tools available now. The increased targetability 
of e-mail and mobile channels, as well as the 
enhanced engagement and dialogue opportu- 
nities afforded through social media, serve to 
complement and fuel response rates to the tried- 
and-true channels, like direct mail and DRTV.” 

7. MAIL HELPS YOU TARGET. Denver based 
Heinrich Marketing likes to think of itself as 
the CSI of the marketing world, asking the 
tough questions before getting the cre- 
ative department involved. Heinrich 
managing director Laura Sonderup says 
the research has shown that mail contin- 
ues to be one of the most cost-effective 
methods for targeting that any marketer 
can deploy: “In many instances, mail 
allows us to localize lead generation far 
more efficiently than other marketing 
channels — down to the census tract 
and neighborhood level when necessary. 
Our largest clients insist that direct mail 
be included in their marketing plans as 
a means of maximizing budgets and 
increasing return on investment.” 

8. MAIL DELIVERS RESULTS. Whatever 
its evolution, direct mail ultimately con- 
tinues to resonate with marketers for 
one primary reason: It gets results. 
Robert Salta, owner of Maryland-based 
DirectMail.com and a 30-year direct 
marketing veteran, has strong views 
about mail’s staying power: “It’s all 
about results. Direct mail works,” he 
says. “The majority of people will open 
and read direct mail, but often will choose to 
ignore e-mail solicitations. The fundamentals 
of direct mail haven’t changed, partly because 
their efficacy has been proven time after time. 
What has changed is the advent of data and 
digital print technology, and both have bene- 
fited direct mail immeasurably.” □ 



AUGUST 2012 delivermagazine.com 23 





24 delivermagazine.com AUGUST 2012 



Backed by a high-end 
B-to-B mail campaign, 
marketers at IBM’s Netezza 
subsidiary puts its touch 
on the executive suite. 











In the perilous days of antiquity, palace sen- 
tries greeted approaching strangers with a 
sternly uttered, “Halt! Who goes there?” In 
today’s hypercompetitive business world, the 
sentry is more likely to be a vigilant secretary 
who politely inquires, “May I ask who’s call- 
ing?” Modern manners aside, a contempo- 
rary defender like the executive assistant is 
as ferociously territorial as his or her ancient 
counterparts. Indeed, secretaries and other 
gatekeepers can be the one hurdle standing 
between you, your executive target and that 
career-boosting new account. So what’s a 
B-to-B marketer to do? 

Here’s a thought: Build a Trojan horse. 
Think about it — what if you could create a 
marketing package so clever that the gate- 
keepers would vet your doohickey, and then 
walk it into the CEO’s office with their tacit 
blessing. Cool, right? 

That’s what Will Pringle did. A marketing 
demand generation vice president for the 
IBM subsidiary Netezza (pronounced net-ee- 
zah), Pringle designed an intriguing market- 
ing campaign that relied on the popularity of 


another device: a highly coveted MP3 player. 
Toward his goal of showcasing the value and 
innovation of Netezza’s data storage appli- 
ances, Pringle shipped attractively packaged 
MP3 players to more than 250 tech execs 
nationwide. Loaded with personalized con- 
tent designed to emulate the feel of a sales 
pitch meeting, the branded Netezza players 
featured custom videos and other virtual 
goodies explaining how the analytics appli- 
ance provider could help recipients meet their 
business objectives. The effort, says Pringle, 
was designed to provide a “high- touch” experi- 
ence to the prospect. 

IBM chose to employ the attention- 
grabbing power of direct mail to boost busi- 
ness. “I usually describe this as the silver 
bullet’ campaign,” Pringle says of the Netezza 
initiative. “This direct mail piece is the one 
bullet that you slide into your gun when you 
really need to talk to the decision maker.” 

How to build a Trojan horse 

Purchased by IBM in 2010, Netezza creates 
big data analytics appliances designed to 


make advanced analytics simpler, faster and 
more accessible. Though its clientele includes 
numerous big brands, Netezza’s tremendous 
reach and influence is perhaps best illustrated 
by another one of its top customers, Catalina 
Marketing. When most Americans scan their 
supermarket rewards cards, their purchase info 
is relayed to Catalina, which collects shopping 
data on more than 75 percent of American 
shoppers. “They have to calculate, track and 
store more than 300 million different retail 
transactions every week,” Pringle says of Cata- 
lina. “The foundation of their data warehouse 
environment is the Netezza solution, which 
supports their retail direct online customer 
loyalty application, in-store coupon delivery 
and health resources business.” 

With its impressive client list and the pres- 
tige derived from having joined the IBM corpo- 
rate family, Netezza was understandably eager 
to ratchet up its marketing efforts. So in 2010, 
Pringle asked members of the Netezza sales 
team to articulate their absolute ultimate wish. 
More than anything, they wanted meetings 
with C-level executives at their target accounts. 
So Pringle and his team began to brainstorm 
about how they could capture their attention. 

“We thought, ‘What could we do with the 
C-suite that would provide them value and 
entice them to respond?”’ Pringle recalls. “We 
narrowed that down to, ‘How do you talk to the 
CEO, CIO or CMO?”’ 



Eventually, Pringle and his team came up 
with the idea of shipping MP3 devices that fea- 
tured apps designed to create a sales meeting 
experience. Pringle tingled at the possibilities. 
“I thought it would be the ultimate direct mail 
piece if we could immediately catch the atten- 
tion of C-level executives,” he says. “What if the 
recipient powered the MP3 player up and the 
first thing they experienced was a customized 
video that addressed them by name? The more I 
thought and penciled everything out, the more 
excited I became.” 

While his Netezza sales reps created dream 
lists of top-priority executives, Pringle rolled 
up his sleeves and began executing. First, he 
contacted a noted manufacturer to help create 
devices that would accommodate exclusive 
Netezza content. “We couldn’t just take a store- 
bought device and redo the operating system 
on it,” Pringle explains. “We had to talk to the 
company that created the device and license 


the option to change the operating system. 
Ultimately, we needed the creator’s blessing, 
and fortunately we got it.” 

After securing the software and codes to alter 
100 of the gadgets, Pringle and his teammates 
then served up a cornucopia of personalized 
content. He rounded up IBM data specialists 
and general managers — sectors ranging from 
retail to healthcare to financial services — and 
had them record personalized video messages 
for targeted executives. “For instance, our finan- 
cial services general manager is Jamie Lynch,” 
Pringle offers. “When our targeted CIO activates 
her MP3 player, she is greeted by a message from 
Jamie. The idea is that he is talking to the execu- 
tive and addressing her business challenges per- 
sonally and directly.” 

The intro video was just the beginning. Each 
MP3 player was custom tailored. The music 
application was loaded with classic rock tunes 
all designed to remind recipients of Netezza’s 
tremendous speed and simplicity. For the pho- 
tos application, Pringle created close-up pictures 
of Netezza appliances. He even loaded directions 


to the recipient’s nearest IBM office into the map 
app. “We customized every app on it,” Pringle 
says. “We wanted prospects to smile and think, 
‘Wow, these guys really thought this through!”’ 

Breaching the gates 

Finally, in August 2010, curious cylindrical mail- 
ers appeared on the desks of executive adminis- 
trators nationwide. Save for United States Postal 
Service® labeling and a Netezza “N” logo on the 
cylinder’s plastic cap, by design the mailers 
boasted no overt promotional messages. 

When exec admins opened the packages, 
they discovered yet another cylinder inside. 
Made of clear, pliable Plexiglas, the inner cyl- 
inder revealed the package’s entire contents, 
including the MP3 player, a cover letter and a 
business card from IBM Netezza general man- 
agers. The face of the MP3 device featured a 
sticker with a color photo of a Netezza analytics 
appliance that read, “It’s time you got in touch 
with Netezza.” 

Pringle says there was logic behind the 
relatively mysterious outer packaging and its 
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revealing inner counterpart. “To pique curiosity and to get it from the 
mailroom to the exec admin, we decided on packaging that didn’t show 
what was inside,” Pringle says. “When they pulled that MP3 player 
out, we knew it would shine and show the true value of our product.” 

The mailers were vetted by the targets’ respective exec admins before 
being passed along to the executives themselves. And once they turned 
on the devices, the executives were treated to a personalized digital sales 
experience: Following the intro pitch video, another screen pops up that 
is customized for the sector the targeted CIO works in (e.g., retail, health- 
care, etc). Once the intro video closes, many recipients were taken to 
custom Netezza case study video presentations in that industry. 

A few days after the initial packages were shipped, Pringle’s team 
started putting in calls to his target C-level executives. “Within the 
next two to three weeks, we secured seven meetings out of 15 — an 
almost 50-percent success rate,” Pringle says. “In many cases, we had 
attempted to meet with these companies for years, and this was the 
piece that opened the door.” 

“Executives have called our GMs and said, ‘Hey, I got your MP3 
player,’ and ‘If you care enough to produce this mailer, then I’d love to 
take the time to hear how Netezza/IBM can help my business.’” 

What we learned 

Thus far, the Netezza campaign has achieved a 35-percent response 
rate, translating to approximately $30 million in new business. 
According to Pringle, it stands as the single most effective campaign 
in Netezza’s history. As of Q1 2012, the campaign cost Netezza 
about $200,000. Pringle says the investment has been well worth it. 
“When you’re talking about sending people unsolicited thousand- 
dollar packages in the mail, it sounds a bit silly,” Pringle says. “But so 
far we’ve gotten a 150-times return on our investment, and that’s 
not so silly. This concept resulted in the highest ROI of any campaign 
that I’ve ever worked on.” 

Pringle contributes the campaign’s success to a variety of factors, 
not the least of which is the high-touch experience embodied by the 
mailers. Indeed, many recipients can’t help but be impressed by how 
Netezza imaginatively leveraged one of the world’s best-known con- 
sumer technology companies to create a forward-thinking marketing/ 
sales experience. 

The MP3 player direct mail campaign has been such a success that 
it’s an ongoing component of the Netezza marketing mix, which also 
includes e-mail, phone calls, webinars and trade show sponsorships, 
among other campaigns. But of all the options on the Netezza market- 
ing menu, Pringle says the campaign is the one he employs when he 
wants to dramatically increase the likelihood of hooking a big fish. “This 
campaign has a specific use,” Pringle explains. “It’s the campaign we 
use when we want to capture the attention a C-level executive whose 
organization we can really help.” 

The rewarding lesson of the initiative is clear, says Pringle: “Go with 
your instincts. Think differently. One simple idea can generate millions 
of dollars in revenue for your business. So stay confident and keep 
pushing the envelope.” □ 
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A colorful Red Cross 
catalog highlights 
how the relief 
organization uses 
direct mail to 
heighten awareness, 
win donations and 
help save lives. 

by Lekan Oguntoyinbo 
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Whenever disaster strikes any- 
where in the world, the Ameri- 
can Red Cross is usually there 
for all to see, right out front 
spearheading the relief efforts. 

But during calmer times, the 
organization is far less vis- 
ible to supporters — and 
often, too easily forgotten. 

Recently, Red Cross officials 
have sought to change that. 

Hoping to raise both donations 
and its profile outside of times 

of crises, the group has spent the past couple of years sponsoring a holiday promotional blitz aimed 
at tapping the charitable spirit of the holiday season. Through a multichannel marketing program 
steeped in extensive donor research, Red Cross officials have been reaching out to backers and poten- 
tial donors to encourage year-end gift giving to targets not necessarily burdened by a catastrophe. 
As part of that effort, the group each year mails its 12-page, full-color American 
Red Cross holiday catalog, giving donors a chance to purchase an array of relief sup- 
plies for military personnel and needy families — as well as victims of natural disasters. 
With its colorful photos and distinctive red borders on the front and back pages, the catalog targets 
past donors and prospective donors who might be “supportive of their mission.” The catalog, which 
launched in 2009, is part of a larger integrated program that includes TV and radio spots and websites. 

But for Red Cross officials, the 
tangibility of direct mail offers 
an irreplaceable advantage and 
has been a key to the program’s 
success. “The direct mail piece is 
incredibly important,” says Jen- 
nifer Elwood, executive direc- 
tor of consumer marketing at 
the American Red Cross. “We 
think of it as the cornerstone of 
the campaign. You can hold it in 
your hand. You can feel it and 
touch it. It provides an oppor- 
tunity for us to explain more.” 
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A strong idea takes root 

Items featured in the catalog range in cost from $18 to more than $2,000, 
allowing concerned donors to give according to their financial ability. 
Among the goods for sale are blankets (three for $18), shovels (five for 
$25), $20 phone cards for relief workers overseas and $100 hygiene kits 
— packed with toothbrushes, soap, lotion and washcloths — that are 
usually given out to veterans in need. 

In recent months, $300 donations have bought bicycles for a team 
of four volunteers to search remote villages. A $425 donation paid for 
the daylong use of an emergency response vehicle. And a $2,000 dona- 
tion bought 200 shelter meals. “The idea is that we know there’s a lot of 
support for giving year-end gifts in the last few days of the year,” says 
Elwood. “This is a different way to support the Red Cross.” 

Red Cross officials also hoped donors might see a financial benefit of 
their own, figuring the holiday donor program would be a great way for 
donors to earn tax deductions before the end of the year. 

Elwood would not disclose specifics on the program, but she says it 
has been a major success and has become a key part of her group’s fund- 
raising efforts. The catalog, which is mailed annually to tens of thousands 
of donors, will be entering its fourth year in the 2012 holiday season. 

Changes to the channel 

Although the Red Cross catalog has come to reflect unique shifts in the 
organization’s marketing — most notably, its timing — the reliance on 
direct mail as a workhorse is as common as ever among U.S. charities. 
“For communicating with donors, e-mail is good for newsletters, quick 


communication and updates — things that don’t require an ask,” says 
Price Anderson, vice president for sales and marketing at DirectMail.com, 
whose clients include major charities. “But for traditional health, fund- 
raising charities and membership organizations, mail carries the weight.” 
Tony Liska, an account executive at Vertis Communications, a Bal- 
timore advertising and marketing firm that has also worked with non- 
profit organizations, says that mail not only works well as an engagement 
device to drive donors online, “it can be saved for later consideration by 
‘making it to the bill pile,’ or in some other follow-up file of mail.” 

With direct mail, says Anderson, marketers typically have more data 
about the recipient to work with. To wit, the 2011 annual appeal for one 
major health charity: Anderson and his team at his Prince Frederick, 
Md., agency analyzed a series of variables for prospective donors. They 
tweaked letters to appeal to any number of touch points — family val- 
ues, health motivations, image — of assorted categories of recipients. 
More than 75,000 letters went out, and a larger percentage of the donors 
increased their gifts. 

“After we mailed out these letters we got a call [from the client] indi- 
cating that they were receiving phone calls from donors, something that 
previous letters had not achieved,” says Anderson. “Donors stated that 
the letter had struck an emotional chord with them. More important, the 
letter’s content prompted a huge lift in response rate and average gift. It 
underscored the fact that our messaging had worked.” 

The calm before the storms 

In launching its campaign, the Red Cross similarly studied its donors. It 
also sought to influence donors’ giving patterns by addressing one ques- 
tion: “How do you talk to constituents who want to support us, but not just 
when disaster hits?” Elwood asks. “During steady times we’re not always 
top of mind or hitting the headlines or the media.” 

Thus, the Red Cross has occasionally tweaked the campaign since 
launching it, adding new products to the catalog and refining donor 
gifts. For example, the campaign has recently featured endorsements 
from the Red Cross “celebrity cabinet,” big stars who are supporters of 
the Red Cross. Short quotes from celebrities, urging donors to support 
the campaign, pepper pages of the catalog. 

Anderson applauds charities that adjust to meet changing demands 
and desires of their targets in an age of media fragmentation: “As with 
any channel, you have to work hard to make mail work like you want. You 
have to have the ability to load and crunch tens of thousands — if not 
hundreds of millions — of records to distill that information.” 

The Red Cross has long proven adept at managing its mail efforts, of 
course. But for the first time, the group has a program designed specifically 
to connect with its substantial donor base even during less dire moments. 

Most important, says Elwood, the catalog campaign has been a novel 
way to get targets to consider how to help neighbors in need. It’s a mes- 
sage that deserves to be reiterated, she says: “Which is why we have 
continued the campaign year after year.” □ 
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